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Introduction
Certified public accountants are much in the public eye. News­papers report a surge in popularity of college courses in account­ing, the high salaries of graduates entering the profession, the readiness of accountants to contribute their skills to vital social programs, and the significance of the CPA's role in managerial and investor decisions.Much of what is being reported about the profession is gratifying. But not all of it. At the same time that stories appear about the more positive aspects of accountancy, there are nega­tive reports from state capitols of efforts to license the uncerti­fied practitioner, as well as reports out of Washington that audited financial statements provide only the barest guarantees to inves­tors, or that CPAs cannot be management consultants without sacrificing their independence.Critical stories about accountancy should be answered. Facts should be marshalled and presented so the public may reach its own decisions. Where a statement is a m atter of judgment, then our view is equally valid and should be given full hearing. Achiev­ing this, and coupling it with a continuous effort to report new developments are our two m ajor public relations goals.So broad is this objective, it cannot be accomplished by a few professionals no m atter how skilled they may be in draft­ing statements or designing brochures. Every member of the profession has a role to perform if the profession is to increase public understanding of what CPAs do. As a step toward full com­mitment, the American Institute has undertaken to provide the materials for a national public relations program for state societies.It is offering state societies an organized program keyed to specific themes such as the CPA as advisor to business, govern­ment and the family, with a comprehensive package of news releases, advertisements, slide talks and radio and television m a­terials to use in their localities. Short, punchy campaigns are
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proposed. Societies receiving material from the AICPA will adapt 
them to local needs and conduct their programs in unison across 
the country. This represents the first time state societies will be 
linked in a concerted, national public relations effort.
For each society it means a commitment of time, energy and 
persistence. For their members, it means volunteering and then 
participating so every chapter in every society carries its share 
in the national effort. At the same time, it means reporting back 
to the Institute so the national effort may be coordinated, suc­
cesses duplicated and mistakes avoided.
This manual was prepared especially to help members of 
state societies develop the communications skills to carry out this 
project. Although it is hardly a comprehensive course in public 
relations, it should serve as a useful guide to the newcomer. For 
these volunteers many of whom may not have been exposed to 
the unique requirem ents of public relations, it points out step- 
by-step procedures essential for moving inform ation in forms 
that give it appeal and adaptability to the media. In describing 
fundamentals, this manual should bolster them until experience 
has taught them how to make reliable decisions on how best to 
represent the profession to the news media in the community.
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Public Relations 
and 
Ethics
AICPA's code of ethics is a 196-page docum ent of concepts, rules and in terpretations having to do w ith the professional conduct of the CPA. It deals, for the m ost part, w ith the behavior of the individual. While it has been the guidepost showing CPAs how to proceed w ith a public relations venture, there is some question as to how the code applies when the CPA acts not as an individual bu t as a representative of a state society.When the practitioner speaks as a society official, is he bound by the code’s restriction on solicitation or encroachm ent, for ex­ample, or does he atta in  an exempt status because he is acting on behalf of the society? That question becomes all the more crucial now, w ith state societies on the verge of participating in a con­certed, national public relations effort. Their involvement with the nation 's media will increase. Their m em bership may be ex­pected to encounter m ore ethical questions because of this up­surge of activity.In the past, ethical problem s were less sharply drawn, be­cause societies often were merely responding to the press queries ra ther than initiating contact, themselves. Rules have always encouraged practitioners to answer press inquiries forthrightly. But now societies will be approaching new sw riters or editors suggesting stories or articles, providing the press w ith inform a­tion that previously was only given upon request. That makes it im perative that there be a broad understanding of how the ethics rules apply to aggressive public relations practices.About the only ethics guideline dealing specifically w ith state societies is an in terpretation  to rule 502 (Advertising and Solicita­tion) tha t approves the issuance of news releases provided they are newsy and in good taste. It in terprets good taste as om itting firm names and affiliations because the activity involves repre­sentations by the society through official spokesmen. By itself tha t may be no m ore definitive than the New York T im es’ slogan, All the News T hat’s Fit to Print. But it will suggest a course to
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follow for the practitioner who aspires to something more than a 
minimum level of acceptable conduct.
TWO OVERRIDING CONCEPTS
The standards to be followed by volunteers participating in the 
state society national public relations program  are summarized 
in two overriding concepts: The CPA shall not knowingly mis­
represent facts, nor commit acts discreditable to the profession. 
Those are the main guidelines for practitioners to consider when 
drafting the press release, appearing on TV, or participating in 
other ways in a society’s national public relations program. Other 
guidelines are:
■ Announcements should stick to the facts and subject of the 
release. Avoid self-laudatory statements. Adjectives such as 
well-known, noted or prom inent are inappropriate for the pro­
fessional, as well as unacceptable to the editor.
■ When approached by the press, respond factually: Again, facts 
w ithout aggrandizement. Remember, the one who deals directly 
with the press assumes responsibility for the outcome. This 
holds even though the person being interviewed admittedly 
lacks control over how the inform ation is used. As the source 
of information, the interviewer remains responsible for what 
emerges in the papers.
■ Statements of policies related either to the practice of public 
accounting or to a subject of public interest are commonly 
issued by individual CPAs. Few restrictions pertain here, other 
than those already mentioned about self-aggrandizement. CPAs 
as individuals or as representatives of a society are free to com­
ment on public issues affecting their community.
■ CPAs are encouraged to participate in seminars, to address 
business groups, to teach courses, or to write books or articles 
as long as any suggestion of self praise is avoided.
QUESTIONS OF ATTRIBUTION
From time to time, CPAs raise questions about whether a spokes­
man should be identified. The following questions and answers 
may be helpful in dealing with such issues.
Should the president of the society be quoted by name? 
Names make news; editors prefer to identify a news source. "A 
source close to the chairman . . ," informed sources” or "leaders 
in the field agree th a t”—none of these carries the ring of authen­
ticity of a name with a title. Balanced against this are the profes­
sion's restraints against self-laudatory statements or self-aggran­
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dizement. Those prohibitions have been on the books long enough 
for their meaning to be clear to everyone. Within that framework, 
there is no reason why a society president or other official society 
spokesman should not be identified in statements made by the 
society to the media.
Should the firm affiliation of a society spokesman be given? 
Yes, if a newspaper asks for it. A society spokesman should avoid 
exploiting his position to publicize his firm, but to refuse to 
answer what appear to be innocent questions about one's profes­
sional associations makes it difficult for a reporter to continue 
the interview. Few of us would read self-aggrandizement into a 
single line buried in a news story that states: according to John 
Jones, CPA, a partner in the firm of Jones and Smith.
When a society spokesman appears on a radio or TV discus­
sion program on taxes, does that identify him as a tax specialist? 
Probably. A spokesman on TV is regarded as an expert on w hat­
ever subject is being discussed. There’s no avoiding that. However, 
that identification is too ephemeral to have a lasting impact that 
could benefit one's practice. Every advertiser understands the 
lim itation of the single appearance. However, while the audience 
quickly forgets names, people will remember that CPAs are tax 
experts and the whole fraternity benefits. A CPA should not perm it 
statem ents proclaiming himself to be an expert or specialist.
Do societies have to abide by the ethical rules CPAs follow? 
As a practical m atter, yes. In addition, the society m ust consider 
what people look for from practitioners. People expect their state­
ments, comments or advice to be factual, carefully reasoned and 
in the public interest.
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Talking To 
Newsmen
“Statem ents made by CPAs on subjects of public interest which are reported in the press and thereby contribute to public aware­ness of the profession are not considered advertising and are en­couraged.”1
Accounting is in the news these days. Reporters increasingly call upon accountants for in terpretation  of financial and business events. This brings up the question of how CPAs can best com­m unicate w ith journalists.The fact tha t you can com municate, in the sense tha t you can speak and write, does not mean that you will com m unicate effec­tively. Poorly handled contacts w ith the press (and tha t would include broadcast as well as prin t journalists) may produce no results—or poor ones. Too often derogatory statem ents about accounting which have appeared in prin t are u tterances supplied by CPAs.Effective com m unication is a skill that m ust be learned. A m ost im portant aspect of it is dealing w ith the m edia of public inform ation: oral com m unication w ith individual reporters.Some people have a knack for talking w ith reporters. They are adept at the quick quip, the felicitous phrase that 'makes news.’ And since a reporter is out to get news, he ordinarily en­joys working w ith people w ith this ability. A good rapport is established.The great m ajority of people, though, don't have this knack. So when the phone rings and the voice at the o ther end says, “This is Sam Sm ith of the News-Standard,” or if the receptionist an­nounces, "Mr. Sm ith of S tation KVIP is here for the interview ,” m ost CPAs probably tend to tense up. A person about to subm it to questioning for publication fears he m ight say som ething that would make him  look foolish.
1 Opinion No. 9 of the Committee on Professional Ethics
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The CPA who receives a telephone call or personal visit from 
a reporter will best serve the public interest, the profession, and 
himself by keeping in mind the reporter’s purpose: to get a story. 
The basic m aterial of a news-story is facts.
If you know the facts and can properly release them, do so in 
language that is succinct and plain. Remember that, w ith few ex­
ceptions, even experienced business reporters do not have exten­
sive knowledge of accounting. So don’t discuss the m atter as 
though you were talking to another accountant. Avoid technical­
ities; they will probably appear to the reporter as fussy hair­
splitting, and would be incomprehensible to the vast m ajority of 
his readers anyway. Similarly, don’t start out with, "Well now, 
th a t’s a very complicated subject.” Even though that is the fact, 
the statem ent may seem an attem pt to dodge a meaningful dis­
cussion.
DO YOUR HOMEWORK
At the time the reporter phones to arrange the interview, deter­
mine the subjects to be discussed. Then do a little preparatory 
checking of facts and figures. Arrange to have data you might 
need conveniently at hand during the interview. The reporter will 
be grateful, since it will save his time.
If the reporter wants to ask questions over the phone, w ith­
out forewarning, you are not bound to answer off-the-cuff. Tell 
him you want to look in your files or check with an associate, 
and will call back in fifteen minutes. And be sure to call!
In an interview, keep to the heart of the m atter, and deal 
w ith the fine points merely by reminding your listener that there 
are certain intricacies or exceptions and you are talking in broad 
terms. Where possible, illustrate abstract concepts with exam­
ples from common experience—as, for instance, by discussing 
depreciation in terms of the reporter’s automobile.
If you do not have the facts or if the story the reporter is 
seeking is in some area of accounting which has been largely out­
side your practice, say so—and perhaps suggest someone else he 
might contact.
If you do have the facts but feel you cannot properly discuss 
them (because, for example, they fall in the area of client con­
fidence), state this plainly. Here again, you might refer the re­
porter to someone else, in which case, as a m atter of courtesy, 
immediately call the person given as reference and tell him what 
you have done.
From his experience as a newsgatherer, the reporter has 
learned that all of us tend to identify emotionally with groups of
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which we are members—our college, company, church, political 
party, profession.
Knowing this, a reporter expects that a person being inter­
viewed will incline to play down things that he believes might 
reflect unfavorably upon his profession and to emphasize the 
things that will give a favorable impression. Therefore, if a story 
has some potentially negative aspects, the reporter may concen­
trate on these in his questioning, in order to compensate for the 
presumed bias.
If the reporter is right in thinking there are negative ele­
ments in a situation, don’t deny it. Doing so will only damage 
your credibility. Instead, explain these elements and try to help 
the reporter see them in perspective. If you feel he is tending to 
give them more importance than is warranted, tell him so and 
give your reasons.
If the negative side of the m atter pertains to the views or ac­
tions of other parties, and you feel it would be unprofessional to 
comment or ill-advised to become involved in contention in the 
press, state frankly that you believe it would be im proper for 
you to discuss the subject, and suggest that the reporter go to 
the persons most directly involved.
Granting that it is a reporter's duty to probe, it m ust be 
adm itted that there are a few who persist abrasively. A point 
which has been thoroughly and honestly covered will be re­
turned to again and again. It will be dropped while another con­
versational path is followed, and then returned to, as though to 
catch the answerer off guard.
In an experience of this kind, the person being interviewed 
should say that he has nothing to add to what he has already 
said—and then, indeed, not add anything. No m atter how often 
the m atter is reverted to or how the question is rephrased, this 
response can be repeated.
It is im portant to avoid becoming irritated or, at least, to 
avoid showing it. Perhaps the reporter is deliberately being pro­
vocative in order to draw out a statem ent in heat that would not 
be made otherwise.
DANGLING THE BAIT
Another tactic a reporter sometimes uses is to refer to a bit of 
inform ation picked up in a conversation with someone else, in a 
way that suggests he has more knowledge than he really has. The 
person being interviewed, assuming that the reporter is already 
fam iliar with the m atter, may then add further bits of inform a­
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tion, which the reporter uses for a th ird  call, a fourth, and so on.
On a m atter of more than routine importance, there is no 
reason not to ask a reporter whether he has interviewed others 
on the subject about which he wants to talk with you. He will 
probably confine his answer to yes or no, w ithout specifying in­
dividuals. You can, nevertheless, try to determine the scope of 
what he wants to cover. The point is that in a working meeting 
with a newspaperman, there's no rule which says all the ques­
tions have to come from one party. The occasion is not an exam­
ination by a public prosecutor, and should not be so regarded 
by an interviewee. Rather, the occasion should be a mutually 
agreeable affair between persons with a common objective of 
providing accurate inform ation to the public.
Be courteous but firm. A good interview involves a certain 
amount of flexibility and give-and-take between the principals, 
but you should not let yourself be drawn into discussing subjects 
against your better judgment. Say immediately that you are not 
prepared or competent to discuss the m atter and stick to your 
guns.
Don't volunteer information. If it is technical or compli­
cated, it will probably serve only to confuse. But more than that, 
a bit of casually offered comment may indicate that you possess 
inform ation which would enable the reporter to write a "juicier” 
story than he had hoped for.
Beware the exit-gambit. Sometimes a reporter will pocket 
his notes and put away his pencil—and you take this to mean he 
now has all the inform ation he needs. Naturally, you and he will 
converse for a moment or two before he takes his departure. 
This is the time to guard against a slip of the tongue under the 
impression that you are merely indulging in idle talk. Discuss the 
weather, if necessary to make conversation, but try not to return 
to the subject of the interview. To a good reporter, an interview 
is ended only when he has w ritten the story and it has appeared.
By far the most sensational quotations in the 1976 Playboy 
interview of presidential candidate Jimmy Carter were made after 
the four-hour interview supposedly had ended and Mr. Carter 
was bidding the reporters goodbye at the front door.
If printed m atter is available on the topic of the reporter's 
interest, supply him with it. But don’t overwhelm him. If he 
is on a spot-story, he will not have time to read much. If he is 
working on a feature story, he'll be able to read more, but not 
thick tomes. So when you have m aterial that might be useful, 
choose short pamphlets or m ark pertinent passages in longer 
writings.
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REACH AN UNDERSTANDING
If inform ation that a reporter wants is not immediately avail­
able, offer to send it later. And make a note on your calendar so 
as not to forget the commitment. Even if several days or weeks 
pass before the m aterial comes to hand, and you think it is too 
late for the reporter’s purpose, send it anyway and let him make 
the decision. He may want to file the m aterial for possible use in 
the future. By showing that you have not forgotten your promise 
and can be relied on, you will have strengthened your rating as a 
news source.
A reporter may call you about something he has heard of, 
but which is in the course of development and still so indefinite 
that you would rather not discuss it. In this case, explain why you 
do not want to go into the subject at the moment, but add that 
you will let him know as soon as you can. And, again, be sure to 
keep the agreement. If you fail to do so, and a com petitor gets the 
story before the reporter who has obligingly waited to hear from 
you, you have done the la tter a disservice.
When a proposed story is on a highly technical subject, and 
the reporter is not writing against a close deadline, you can offer 
to check his copy for accuracy, if he would like. As a general rule, 
reporters will not submit their copy for comment; on a spot- 
story, there may not be time to do so anyway.
If, however, you are allowed to see the piece in typewritten 
form, confine your suggestions to points of im portant fact; do 
not try to impose your ideas as to style or as to what makes news.
Should you have reason to believe that a story may contain 
direct quotations attributed to you, you can properly ask to have 
at least the quotations read to you over the phone as a safeguard 
against your being put in a wrong light.
Sometimes during an interview a reporter will ask for "off- 
the-record” information. Before answering, be sure that you and 
he are in agreement on what he means by "off-the-record." You 
may think he only wants inform ation to help him evaluate the 
facts he already has. But he may want the inform ation for use 
w ithout attribution to you by name. In the event the m atter is 
of a controversial nature, it is likely that you will be recognized 
as the source by others conversant with the facts even though 
the story identifies you only as a "prom inent local accountant.” 
So think twice before acceding to a request for off-the-record 
comment. Make certain you are not disclosing confidential or 
privileged matter. And determine beforehand exactly how the 
reporter intends to use the information.
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If part of what you say is on-the-record and part is not, 
make special effort to be sure that the changes are clearly sig­
naled. Particular care in this respect is called for in telephone 
conversations because the chances of mistake are greater 
than when face-to-face.
WATCH YOUR TONGUE
There is a difference, of course, between off-the-record infor­
mation which is simply background and that which is actu­
ally confidential. The great m ajority of newspaper people are 
trustw orthy individuals who respect confidences. But to avoid 
the risk of unintentional slip, and in the interest of good relations 
all around, it is best not to discuss with a newsman something 
you would not w ant to see in print.
A cardinal rule in dealing with the press is never to ask a 
reporter or editor to kill a story. This does not preclude your 
giving reasons why you think a story should not appear: it may 
be about something that is trivial or already stale, it may rest 
on plainly doubtful rumor, or it may be downright inaccur­
ate. But accounting is im portant to many people, and in a free 
society such as ours there is a principle of “the public's right to 
know.” Journalists regard their profession as particularly re­
sponsible for protecting this principle. Effort to suppress a story 
is resented and often only strengthens a newsman's determina­
tion to publish it.
Newspaper publishers and staffs are deeply conscious of 
their position as guardians of the public welfare, and most of 
them, by far, are diligent in fulfilling their role. But it is a sim­
ple fact of life that newspapers are also businesses. Like any 
other business, they have to earn a profit to exist. This they do by 
selling copies of their publication and, even more, by selling 
advertising.
The greater a newspaper's circulation, the higher the revenue 
from newsstand sales and subscriptions, and the higher the rates 
advertisers will pay. Thus there is understandable drive to build, 
or at least maintain, circulation.
The num ber of readers a newspaper attracts is likely to de­
pend not alone on how informative it is but also on how enter­
taining and exciting. It follows that events involving controversy 
or struggle are prime items of news. Editors and reporters are 
not responsible for this state of affairs—they merely recognize it 
as a tra it of human nature.
In addition, the staffs of newspapers feel a strong sense of
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competition not only with staffs of other papers but among 
themselves. A reporter wants to be recognized as someone who 
gets good, newsy stories.
Realizing all this, a CPA should be aware that a statement 
tinged with contentiousness may be highlighted in an interview 
and so produce a different effect from what he intended. He 
should choose his words with care and, even then, if they are to 
be quoted, try to assure himself the quotation will be accurate.
In this latter connection he should realize that liveliness of 
writing, desired by editors for all sections of their papers, is at a 
special premium on the business pages where the subject m at­
ter is generally matter-of-fact but can be made more readable by 
a bit of spicing. Thus one CPA, who told a reporter it was his 
impression that chartered accountants in Great Britain did not 
face the same pressures from clients that certified public ac­
countants experience in the United States, found himself quoted 
as saying that accountants in Great Britain do not have to 
"knuckle under" to clients as American accountants do. When 
the CPA m aintained that he had said no such thing, the reply was, 
maybe so but the reporter felt that his own wording was more 
colorful than the CPA's.
AFTER THE INTERVIEW
Let's say that you have been interviewed and have followed the 
suggestions set forth here. You have answered the reporter’s 
questions thoughtfully and have given him a good deal of your 
time. Then the story appears. And it is not at all what you had 
hoped for.
Except in very special circumstances, don’t offer a reporter 
after-the-fact criticism. If your technical explanations got a bit 
tangled in going through his typewriter, remember that he is not 
a trained accountant—and maybe you weren’t so clear as you 
thought. Although it may seem to you that the subject has been 
grotesquely oversimplified, reflect that the reporter is writing for 
the average newspaper reader, not other accountants.
If your view on a controversial issue has been subordinated 
to recital of an opposite view, it shows that the reporter talked 
to others beside you—but if he hadn 't talked to you, your side 
might not have appeared at all.
Perhaps a point that you considered minor has been put 
at the top of the article, while the heart of the m atter, as you see 
it, has been played down. Well, the relative emphasis reflects the 
reporter's—or his editor's—judgm ent of what will interest
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readers. That is the newsman's prerogative. If your main point 
isn 't mentioned at all, it may be that the reporter included it in 
his copy but it was cut for lack of space.
In the event the story contains a really serious error, call 
the reporter promptly and point it out to him. Do not com­
plain to his boss. If the error is one of im portant fact, the re­
porter may see to it that a small item of correction is printed, 
in any case, he will be less likely to make a similar mistake an­
other time. Should the story have come out well in your opinion, 
send the reporter a note of compliment.
The objective of business reporters on newspapers, and of 
writers for financial magazines, is to bring economic facts to the 
public. Certified public accountants can help them to assemble 
and interpret these facts. At the same time, CPAs can be bene­
fited by wide and fair portrayal of the nature and value of ac­
counting.
The key to good press relations is to earn a reputation for 
being always frank and fair with journalists. Help a reporter per­
form his work by providing him with facts as clearly and simply 
as possible. Help him to convey the broad significance of an event 
w ithout burdening his readers with technical detail. And if you 
can't give the facts because you don’t have them or because of 
confidentiality, be frank about it.
CPAs serve their own and the general interest by working 
toward relations with the press marked by friendliness and 
m utual respect.
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Preparation of 
News Releases
A journalistic rule-of-thumb is that a news story open w ith the five W ’s. The term  refers to questions which, w ith rare  excep­tions, should be answered in the first paragraph—"the lead"— of a news story:WHAT happened?WHO did it?WHEN did the happening occur?WHERE did it occur?WHY did it happen or WHY is it significant?(Not every news story will answer this last question.)Here is an example of a simple news lead:John Doe, CPA, partner in the (city) accounting firm of Doe and Smith, was elected president of (state) Society of Certi­fied Public Accountants a t the Hotel Central last night (Thursday).Although there are exceptions, news writing, as a rule de­m ands short sentences and short paragraphs.News releases should be typew ritten, double-spaced, on one side of the paper only. When m ultiple copies are required, photo­copying or m ultilithing is the preferred m ethod of reproduc­tion. Carbon copies sm ear too readily to be useful.A release should bear the name, address, and phone num ber of the organization sending it, the date of issuance, and the re­lease time. Also the name of a particu lar person—the contact— who can supply additional inform ation, should it be necessary.The notation as to release time is very im portan t and will take different form s depending on circum stances. If the event be­ing reported has already taken place—or if a press conference is held to announce an action, and a news release is given out to those attending—the release will be labeled: For Im m ediate Re­lease.
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On the other hand, if a CPA is giving an im portant speech at 
a luncheon, it may be desirable to mail the release (or, for the in- 
town papers, to deliver it by hand) timed to arrive in the morning 
a few hours before the talk is given. In this case, the release will 
be slugged: For Release After 1 p.m. Tuesday, Feb. 6.
When the subject m atter of a story is technical, both the re­
porters and the profession may benefit from a distribution timed, 
if possible, to give the newsmen a day or two to study the release, 
talk to one or more CPAs for clarification, and prepare comment 
of their own if they are so inclined. Such a release might be dated 
as to issuance: Feb. 6, 1978—and slugged: For Release Thursday, 
Feb. 8.
An interval of more than 48 hours between distribution and 
release time is generally inadvisable because of the probability 
that the story will be buried on someone's desk.
So-called "timeless" feature stories or "filler” copy may be 
marked: For Immediate Release.
Release times are honored by newspapers almost w ithout 
exception. Violations may occasionally occur by inadvertence, 
but deliberate violation is rare.
WHAT IS NEWSWORTHY?
In the world of journalism  it is axiomatic that news is the most 
perishable of all commodities, and, nothing is so stale as yester­
day’s newspaper. Timeliness is the very essence of news, and 
reporters are always very conscious of the deadlines of the vari­
ous editions of their papers. It is helpful, therefore, to know in at 
least a general way the deadlines of newspapers in your area and 
to take them into account when offering news. When in doubt 
about timing, ask an editor or reporter how he would like your 
story handled.
Whether a publicity item is printed depends not alone on its 
newsworthiness but on what else happens—in the town, the na­
tion, and the world—the day of its release. When there is an un­
usual volume of im portant news, lesser m atter will be crowded 
out of a paper. The editor has only so much space at his disposal, 
and apportioning it is his prerogative.
Sometimes the chances of getting a release printed are in­
creased by tailoring it to the interests of a particular publication. 
As a rule, a release is submitted in the same form to all publica­
tions that may be able to use it; but occasionally a release may be 
prepared in three or four different ways for publications serving 
different readers.
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In publicity material, accuracy as to names, addresses, dates, 
titles, and quotations is very im portant. If an editor finds one 
error in a news release, it will lead him to question the accuracy 
of the whole thing.
A professional group's efforts to obtain press publicity will 
be handicapped if members of the profession who try to write 
statem ents for newspapers, or who review and undertake to re­
write the copy of an experienced publicity man, overlook the fact 
that a news release is not directed prim arily to fellow-CPAs but 
to the public at large. Often professional people labor under an 
anxiety that if they approve a release which explains the broad 
im port of a technical subject but does not set forth all the qualifi­
cations and exceptions, including the minor ones, they will be 
open to criticism by their peers.
The fact is, however, that a publicity write-up is not an official 
technical document of the profession. And if it sounds like one, 
it will almost certainly find its way into the editor’s wastebasket. 
Of if by chance, it is published, its significance will be understood 
by the tiniest fraction of newspaper readers.
News writing should always be as simple as possible. Terms 
unique to accounting should be avoided when possible; if they 
m ust be used, these unfam iliar term s should be explained in 
everyday language. A release should never contain a statem ent 
that is intrinsically inaccurate, but it need not have the compre­
hensiveness of a technical document in which, every condition of 
applicability or nonapplicability of a procedure may be spelled 
out to the last detail.
Meetings offer publicity possibilities, but the value to a or­
ganization of an announcement that it merely convened is ques­
tionable. W hat happened or was said at the meeting is another 
m atter.
PUBLICITY ABOUT SPEECHES
The publicity value of a speech rests mainly on its content but 
depends also on the position of the speaker, the nature of the 
audience, and the occasion.
Probably most speeches contain at least one statem ent that 
can be extracted and quoted as the lead of a news story:
"Both business and the public would benefit if financial 
statements to stockholders were simplified so that anyone 
could understand them ,” John Doe, certified public account­
ant, said today at a meeting o f___ _______ _ ___
When the quotation is long and cannot easily be broken up,
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the idea can be paraphrased in the lead and then repeated in the 
original text farther down in the story:
A plea for greater simplicity in annual financial statements 
was outlined here today by John Doe, certified public ac­
countant, in a speech before the (state) Society of Certified 
Public Accountants.
"The annual financial statem ent,” Mr. Doe said, "should 
be made more understandable and . . .”
"Names make news,” so the naming of an individual to an 
office is usually newsworthy.
Elections and appointments also open opportunities for ob­
taining publicity in publications not ordinarily reached; neigh­
borhood and surburban papers which would not usually be in­
terested in the organization's activities will run news about some­
one from their community. Wire services, such as United Press 
International and Associated Press, will sometimes distribute to 
communities news of elections or appointments of men from 
those places, so the wire services should receive all releases con­
cerning people from other areas.
A release about election to an im portant post may mention 
the person's hometown, college, previous professional connec­
tions, and the clubs and professional groups to which he belongs.
When an organized group passes a resolution or adopts a 
program  of action that has any general interest, it is usually not 
difficult to get the fact mentioned in the papers.
Suppose the arrangem ents for auditing local government 
units are inadequate, and the CPA Society chapter wants to 
arouse support for their improvement. The m atter is introduced 
at a meeting and a resolution is adopted. A release might be issued 
along these lines:
A resolution urging annual auditing of the finances of all 
local and municipal government units in the state was 
adopted last night by (city) Chapter of the (state) Society of 
Certified Public Accountants at a meeting in the Central 
Hotel.
John K. Smith, president of the chapter, said his organi­
zation is prepared to meet with state legislators to help draft 
new standard auditing procedures for government units be­
low the state level.
"The need for standard auditing practices is increasing 
with the growing demands for services being made on local 
governments,” Mr. Smith said, "and . . . ”
If you know that such a resolution will be introduced, the 
release can be drafted in advance, and then revised as may be
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necessary and delivered to the newspapers immediately after the 
meeting. If up against a deadline, give the release to the paper in 
advance, explaining that you will telephone confirmation as soon 
as the resolution has been passed.
PHOTOGRAPHIC POSSIBILITIES
Pictures usually draw a reader's attention before anything else 
on the page.
Some activities of state societies and chapters will lend 
themselves quite naturally to pictorial publicity. Elections and 
appointments have obvious possibilities. News stories on im­
portant speeches may be accompanied by photographs of the 
speakers. Meetings of im portant committees, forums, discussion 
groups, or the arrivals of distinguished visitors may be a peg 
for a news photo.
And it is not always necessary to go to the expense of hiring 
a photographer. When a distinguished speaker is invited to ad­
dress the organization, or a new officer is elected, ask whether he 
can supply several glossy prints or the negative of a recent por­
tra it photograph. If the negative is available, duplicate glossy 
prints may be obtained from any commercial photographic 
studio in a m atter of hours. If the negative cannot be obtained, a 
copy negative can be made. Only glossy prints are acceptable to 
newspapers and magazines; do not send the m atte type of por­
tra it prints you would give to friends.
If an event has apparent photographic possibilities, news­
papers and trade organs may send their own photographers to 
cover it. They will know exactly what they want in the way of pic­
tures, and the public inform ation representative will be asked to 
help only in supplying basic inform ation and perhaps to arrange 
to have persons to be photographed at a specific location at a p re­
arranged time.
When you offer pictures for publication, attach captions, 
w ritten on a separate sheet of paper and pasted to the bottom  of 
each photo. Captions should identify the individuals shown and 
briefly describe the occasion and what took place. Here is an ex­
ample of a photo caption:
NEW CPA PRESIDENT: John Doe, left, senior partner 
in the public accounting firm of Doe and Smith, accepts 
a testimonial gavel from Harry H. Bell, whom he suc­
ceeds as President of (city) Chapter, (state) Society of 
Certified Public Accountants, at the Organization's an­
nual meeting in the Central Hotel last night (date).
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Plain announcements of meetings and elections are of value 
to people who have particular reason to be interested in the 
information.
At the same time, one has to realize that it communicates 
nothing about the character of the profession and therefore con­
tributes nothing to the image of accountancy.
DON'T OVERLOOK IMAGE BUILDING
In many instances a society event may w arrant a publicity re­
lease that is nothing more than a simple announcement. In other 
cases, however, some regular event such as the election of a so­
ciety president, or a seemingly unrem arkable circumstance such 
as the hobby of a chapter member, will provide opportunity for 
publicity that is image-building.
When a society president is elected, it may be advisable not 
just to send out a news release but to arrange to have the new 
office-holder interviewed—and to decide with him in advance 
what he will talk about.
Frequently, by giving more than casual attention to the w rit­
ing, one or more image-building ideas can be injected, fittingly 
and without straining for effect, into what would otherwise be a 
routine news release. Such ideas include the following:
■ Accountancy fills an essential need of society.
■ The CPA is a member of a learned profession.
■ The qualities that m ark a CPA are skill (deriving from training 
and experience), objectivity, and independence.
■ The work of the CPA is diverse.
* The work of the CPA is creative.
■ Accountancy is dynamic.
■ Accountancy is a rapidly expanding profession.
■ The CPA is concerned with much more than his own profession.
MEETING THE PRESS
In press relations as in most other relationships, it is often 
helpful to know, on a personal, face-to-face basis, the people you 
are dealing with. Opportunities to meet newsmen can come about 
quite naturally in a number of ways.
Reporters may be invited to attend a society or chapter meet­
ing at which some talk is going to be delivered that might have 
news interest. If one or more of them turn  up, arrange that you 
will be alerted as soon as they arrive. Take special pains to be
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helpful and to make them feel welcome. Introduce them to the 
speaker, to society or chapter officers, and to various other mem­
bers. Make sure that others at the table where a newsman sits 
know that a guest is present from the press.
If a reporter telephones to check some point in a release, 
ask whether he generally handles news about the profession and, 
if so, suggest you would like to meet him. Most reporters want to 
build up their list of potential news sources and will readily ac­
cept an invitation to lunch provided it does not conflict w ith their 
work schedule.
In extending an invitation of this sort, make it clear that you 
are not seeking news coverage but want simply to establish a 
personal contact. During such a luncheon the reporter will likely 
ask questions about the profession, and when answering you can 
take the opportunity to explain the provisions of the profes­
sion's Code of Ethics pertaining to publicity that can be construed 
as promotional. At the same time, assure him that whenever he 
has any questions about accounting m atters, he should feel free 
to call and you will give him whatever inform ation you properly 
can or will refer him to an individual well informed about the 
m atters he is asking about. Remember, however, that when so­
cializing, a reporter is still a newsman, so do not include in the 
table-conversation anything you would not like to see in print.
Once acquaintance has been established, try to keep the 
contact alive. For example, releases mailed to the person there­
after might be accompanied by a short handw ritten note, prob­
ably with a first-name salutation, saying you hope the item may 
be of some interest and if he has any questions to give you a ring.
With the marked increase in num ber of investors in the 
U. S., and the great im portance of economic factors in our society, 
CPAs and business journalists can be of considerable help to 
each other. Accountants are close to the sources of much busi­
ness information, and they are especially well equipped to inter­
pret a great deal of economic data. The business journalist, on 
his part, has the function of disseminating such information. A 
good working relationship between the two groups, consciously 
developed, not only is advantageous to both but helps serve the 
public.
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Sample News Release on 
ANNUAL MEETING
( ) Society of Certified Public Accountants
(Address)
For Further Inform ation call_______________________
Phone No_______________________
FOR RELEASE OCTOBER 9TH AND THEREAFTER
STATE CPAs TO MEET AT 
BETHPORT, OCT. 14-15
More than 200 CPAs from all parts of the state are expected 
to attend the annual meeting of the (state) Society of Certified 
Public Accountants at the Hotel Central, Bethport, on Oct. 14-15, 
President Adam Smith, CPA, of (home town),  announced today.
The two-day meeting will be highlighted by a forum on 
Audit Problems of Municipalities and Townships, presentation 
of six technical papers and election of new officers. A full round 
of recreational activities, including an invitational women’s golf 
tournam ent has been arranged. The program also includes a 
formal dinner dance on the evening of Oct. 14.
Preston Smith, CPA, of Shiloh, a partner of the accounting 
firm of Samson, Smith & Murphy, will preside at the forum 
discussion the morning of Oct. 15. It will be followed by a lunch­
eon meeting at which A. B. Clarke, of Philadelphia, a nationally 
syndicated w riter on financial topics, will speak on the subject, 
"The Public Looks to the CPA.”
The technical papers to be presented include: (list)
10/7/19— (date on which release is mailed or 
distributed to newspapers).
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Sample News Release on 
Election of New President
( ) Society of Certified Public Accountants
(Address)
For Further Inform ation call_______________________
Phone No_______________________
FOR IMMEDIATE RELEASE
JOHN DOE TO HEAD 
STATE CPA SOCIETY
John Doe, CPA, partner in the (home town)  accounting firm 
of Doe and Smith, was elected president of the (state) Society of 
Certified Public Accountants at the Hotel Central last night 
(Thursday) in Bethport.
Mr. Doe takes office immediately, succeeding Adam Smith, 
CPA, of the (home town ) accounting firm of Smith, Brown & 
Williams. He will serve for one year, with the following other new 
officers, also elected last night:
Vice President, James Jones, of Cartwright and Wheeler, 
Belford; Secretary, Clark Stevens, a partner of Stevens, Michaels 
and Dudas, West Haven; and James Wilson, of Anderson & Par­
nell, Smithfield.
A graduate of the University of Illinois, Mr. Doe has served 
on various technical committees of the American Institute of 
Certified Public Accountants, the national professional society, 
and is the author of several books on accounting. He is chairman 
of the State Society’s Committee on Legislation and was treasurer 
of the Society’s Danfield chapter for two years. Married and the 
father of three children, he is also a member of the American 
Association of Accountants and the Danfield Chamber of Com­
merce.
10/14/19—
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Sample News Release on 
TAX CLINIC
( ) Society of Certified Public Accountants
(Address)
For Further Inform ation call_______________________
Phone No_______________________
FOR IMMEDIATE RELEASE
STATE CHAMBER AND CPAs SPONSOR 
TAX CLINIC FOR SMALL BUSINESS
The tax problems of small businessmen will be discussed at 
a special two-day tax clinic to be held March 21-22 at the Uni­
versity of ( ) School of Business under joint sponsor­
ship of the ( ) Chamber of Commerce and ( ) 
Society of Certified Public Accountants.
Judson K. Smith, of Bethport, chairman of the CPA Society's 
Small Business Advisory Committee, and Kenneth S. Jones, presi­
dent of the State Chamber of Commerce, who announced plans 
for the clinic, said the list of speakers would include R. K. Brown, 
CPA, of Allensby, former deputy adm inistrator of the U.S. In­
ternal Revenue Service.
The clinic will open Friday at 2 p.m. with a forum on "The 
Effect of New Tax Legislation on Small Business.” George T. 
Roberts, CPA, senior partner in the Bethport accounting firm of 
Roberts & Roberts, will preside.
The evening program will include a panel discussion on 
investment credits available to small businesses. Panel members 
will include . . . (list names and home towns).
Mr. Brown will be the featured speaker at the final session. 
He will speak on "Your Tax Dollar”, and will answer questions 
from the floor.
3/14/19—
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Sample News Release on
ADMISSION OF NEW MEMBERS
( ) Society of Certified Public Accountants
(Address)
For Further Inform ation call________ _____________ _
Phone No-----------------------------------
FOR IMMEDIATE RELEASE
ELECT ELEVEN TO MEMBERSHIP 
IN ( ) CPA SOCIETY
Eleven CPAs were elected to membership in the ( )
Society of Certified Public Accountants at the Society’s monthly 
meeting at the Bethport Hotel Central last night (Tuesday).
The new members, all of whom qualified for certification by 
passing the nationwide Uniform CPA Examination last Novem­
ber, are: (list names and firms with home tow ns).
Mr. scored the highest grade among the
candidates in the state who took the two-and-one-half day exami­
nation. A graduate of the University of , he is m ar­
ried and the father of two children.
4 /2 /19—
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Sample News Release on an
ACTION PROGRAM
( ) Society of Certified Public Accountants
(Address)
For Further Inform ation call_______________________
Phone No.______________________
FOR IMMEDIATE RELEASE
CPAs KICK OFF STATEWIDE PROGRAM 
TO INTEREST YOUTH IN ACCOUNTANCY
A statewide program to spread inform ation among high 
school and college students about the opportunities open to qual­
ified young men and women in the accounting profession was 
endorsed last night (Tuesday) at the regular quarterly meeting 
of ( ) Society of Certified Public Accountants at
the Hotel Central in Bethport.
A special education committee of eight members, each repre­
senting a specific area of the state, was appointed by President 
John Doe, of (home town),  to coordinate the program and make 
arrangem ents with school authorities.
Named to the committee were: Willard Smith, Middletown; 
Robert Nichols, W atertown; etc.
The special program, Mr. Doe said, is designed to help fill 
the need in the nation's growing economy for additional certi­
fied public accountants by attracting able young persons into the 
profession.
5/6/19_
29
Sample News Release on a 
SOCIETY MEETING
( ) Society of Certified Public Accountants
(Address)
For Further Inform ation call_______________________
Phone No._______________________
FOR IMMEDIATE RELEASE
SEC CONSULTANT 
TO ADDRESS CPAs
Roderick K. Stevens, CPA, of Washington, D.C., economic 
consultant to the Securities Exchange Commission, will address 
the regular quarterly meeting of the ( ) Society of Certi­
fied Public Accountants at the Bethport Hotel Central Tuesday 
night.
A former professor of accounting at the University of Chi­
cago, Dr. Stevens will speak on "Audit Problems of Government 
Agencies." John Doe, CPA, of (his home town),  President of the 
( ) State Society, will preside.
The meeting will s tart with dinner at 7 p.m.
7 /8 /19—
A few other suggestions . . .
■ News releases should be typed, double-space, on 
one side of the paper only.
■ Pages should be numbered and each should carry 
an identifying phrase such as "CPAs Elect” or 
"Jones Statement."
■ Hand delivery to the newspaper is better than 
mail, and personal delivery by a society representa­
tive is best; it helps establish a personal relation­
ship with the w riter or editor.
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Public Relations 
and 
Broadcasting
In  the past several years state CPA societies have made great progress in using radio and television program s as public rela­tions outlets for the profession.Undoubtedly this success resulted in part from  a growing realization by broadcasters that CPAs have insights and inform a­tion—about taxes, family finances, small business problem s, town budgets, school and church finances and many other sub­jects—of vital im portance to their listeners.B roadcasters are constantly on the lookout for local organi­zations or individuals who, as m em bers of the com m unity can speak knowledgeably on its behalf, while also providing inform a­tion the com m unity can profitably use. CPAs happen to fit those descriptions.Broadcasters are under no obligation to grant air time to any specific group, but they do have to comply w ith a law requiring them  to devote a fixed am ount of tim e to community organiza­tions in general. Periodically, a t license renewal time, each sta­tion's log is examined to determ ine how adequately it has fulfilled the obligation to provide such public service program m ing.So, how do you make sure that CPAs are among those on the air waves? To begin with, know your stations and their program s. Zero in on the types of shows that could use w hat you have to offer:News program sDocumentaries on local issues"Meet the Press"-type roundtable discussionsListener-phone-in showsJohnny Carson-type talk showsW omen's program sStation editorials (and replies to same)Business and financial news program s Specialized interest program s (farm  shows, women's
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programs, even sports shows)
Tax advice programs of all types
Having identified the program formats that could use infor­
mation CPAs can provide, explore the other side of the equation: 
What is it you have to offer? Approach this question with the 
broadcaster’s concerns upperm ost in mind: What is it that he 
might want. And the answer is likely to be: inform ation of in ter­
est to his audience—well-founded, useful inform ation about is­
sues of current local concern.
That's all that ever really m atters to an effective, successful 
broadcaster—the needs and interests of the people who have 
tuned or can be persuaded to tune to his station rather than lis­
tening to some other or not tuning in at all. Above all, he wants 
to take care of his audiences.
So forget about old friendship, free lunches, Christmas re­
membrances, membership in the same clubs—none of those will 
be as helpful in getting you air time as the validity of the program 
material you can supply.
Remember, there’s no need to be apologetic when offering 
the talents of CPAs, for their knowledge and experience fill areas 
of great im portance and interest to the radio or TV audience.
POINTERS FROM N.A.B.
Some other thoughts about radio and television public relations, 
offered by the National Association of Broadcasters:
■ All types of programming, from 90-minute spectaculars down 
to brief spot announcements, require planning in cooperation 
with the station.
■ Teamwork is the key to success in any venture.
■ People who work in radio and television stations are no differ­
ent from people in other businesses, except that they probably 
are more pressed for time than most.
■ Don't just drop in unannounced. Show the courtesy of tele­
phoning first to find out when it would be convenient for you 
to call.
■ Once an interview or on-the-air appearance is arranged, be on 
time!
■ The clock waits for no one. An appointm ent or appearance that 
m ust be cancelled because you were late, might well be the last 
one you get.
■ Submit several copies of all m a te ria l. . .  and make sure the last 
one is as legible as the first.
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Don’t overlook the value of promotion:
■ Spread the word among members of your organization of your 
radio and television activities.
■ Publish the time and place of each presentation in your regular 
publications or in special bulletins.
■ Announce each air appearance at regular or special meetings, 
and ask those who attend to pass the word along to other mem­
bers and their friends.
TELEVISION SUGGESTIONS
■ Check with the program or news director on slides, films and 
photographs which can be used to 'dem onstrate' your msesage.
■ Make sure copy w ritten to accompany such visual aids ‘fits’ 
with the slide, film or photo shown.
■ Time your copy at a slightly slower pace than for radio. Stan­
dard announcements for television run 10 seconds (about 20 
w ords), 20 seconds (40 words) and 60 seconds (125 words).
■ Provide one slide or photograph for each 10-second spot; two 
for a 20 second spot, etc.
■ Keep in mind that slides are preferable in most cases to photo­
graphs. They can be made professionally at minimum cost. 
When photographs are used, m atte or dull-surfaces prints are 
preferable since glossy prints reflect studio lights.
■ Request return  of your visual m aterial if you want to preserve 
it. Otherwise, it may be thrown away.
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The Speakers
Bureau
Well-prepared, well delivered speeches by mem bers are an excel­lent means of dem onstrating to live audiences, often made up of highly influential individuals, just w hat kinds of people comprise the accounting profession.Many societies operate speakers bureaus to handle bookings, provide assistance in speech preparation, and follow through on arrangem ents—making sure the assigned guest is at the right place on the appointed day. Some speakers bureaus also m aintain a file of "pattern" speeches, from  which topics can be selected that might be of interest to a specific audience.Pattern speeches can be read by alm ost anyone, which is their chief weakness: they do not convey any of the individuality —the wit, experience and character—of the speaker, himself. When used, it is better that pa ttern  speeches be assigned in out­line form  only, requiring the speaker to flesh them  out w ith his own knowledge and experience; making them, in effect, his own. If the speaker is able, it is even better that his speech not be w rit­ten out (although it m ust be carefully thought out) in advance. This assures spontaneity and a sense of genuine person-to-person com m unication which an occasional split infinitive or dangling participle does nothing to interrup t.One type of prepared talk that lacks the stilted, "canned" sound of a pattern  speech is the presentation that utilizes slides. A slide talk  is probably more acceptable to both speakers and audiences because:1. The audience, with its eyes on the screen, is less aware that the speech is being read;2. The fact that the speech m ust coincide w ith the slides ju sti­fies its being read;3. The speaker can pause occasionally to glance ahead at what is coming up in his copy, while his audience absorbs w hat has just been said, thus making the delivery more natural;
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4. Most of us are not as fascinating to look at for twenty or 
thirty minutes as are well-selected illustrations that em­
phasize and clarify what we are saying.
MATCHING TOPICS, AUDIENCES, SPEAKERS
A successful speakers bureau requires continuing attention—an 
unending search for good platform s and for the right people to 
fill the engagements arranged. Matching topics with audiences 
with knowledgeable, entertaining speakers is a constant challenge.
You’ll want to generate a growing supply of all three elements 
—audiences, subjects and speakers. That way you'll have less 
trouble in arranging the right fit and putting the profession's— 
and your society's—best foot forward.
Perhaps the best topics for speeches are those that are timely 
and which give the speaker an opportunity to provide inform a­
tion that is useful and interesting to the immediate audience. For 
a group of small businessmen, for example, a proposed new sales 
tax or other upcoming legislation affecting their businesses is of 
param ount concern—especially if the speaker, because of his pro­
fession or experience, can offer unique insights. A glance at the 
front page of any newspaper will produce at least one story— 
local, state or national—having implications about which the CPA 
is equipped to offer useful observations. There lie the best poten­
tial speech topics—in the day's events.
Certainly the CPA does not have all the answers in all sub­
ject areas, but frequently his contribution can be merely asking 
the right questions, helping his audience deal with community 
issues by first putting those issues in perspective; indicating the 
types of inform ation that should be forthcoming if a sound de­
cision is to be reached.
As a rule, specific inform ation is more useful—and interest­
ing—than generalities. In a tax talk, for instance, an audience is 
likely to be more fascinated by news of a particular credit that 
will put $50 in their pockets than by the inform ation that the 
average taxpayer will pay more or less than he did last year. Simi­
larly, an audience of students who are considering accounting 
careers is probably more interested in numbers of job openings, 
ranges of salaries, types of assignments, chances of promotion 
and other hard facts than in predictions about long-term pros­
pects for the profession.
In developing as long a list of good speakers as possible a 
state society averts criticism that it is featuring just a few of its 
members and is overlooking other equally qualified individuals.
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(This is a criticism that often can be heard even when appeals for 
volunteer speakers are being ignored.)
Requesting volunteers to step forward is usually not a satis­
factory way to line up a good spokesman. Although the door 
should be left open for members to offer their speaking services, 
it is well to get as good a fix as possible on the makeup of the 
audience and its interests, pinpoint a subject within CPAs’ range 
of expertise that is timely and of interest to that audience, then go 
hunting for the person who can best fill that particular speaking 
assignment.
AFTER YOU FIND THE SPEAKER
Identifying the right individual is not terribly difficult; just time- 
consuming, as you place telephone calls to committee chairmen 
and others who might know of someone who is expert in the 
special tax problems of left-handed Rumanian dye-makers. (And 
starting all over again when you find that the perfect choice has 
a prior commitment.)
Once a suitable—and available—speaker is found, the speak­
ers bureau can simply put him in touch with the program chair­
man of the organization he is to address, or it can make all the 
arrangem ents, itself, even to the extent of transporting the 
speaker to the auditorium.
In either case, a follow-up telephone call to the program 
chairman after the talk is helpful; it shows him that you care how 
the talk turned out, it gives you an idea of how the subject and 
the speaker were received, and it leaves the door open should you 
wish to use that platform  again.
Many program chairmen believe CPAs are qualified to speak 
about taxes or auditing and little more. Such chairmen should be 
given the word that CPAs are not so two-dimensional as they may 
imagine—that many of them can discourse on a wide range of 
business and financial, or even sociological or political, subjects. 
Offering topics other than those so closely identified with the 
accounting field is likely to result in talks more interesting to 
audiences . . . and create a more helpful public image of the CPA. 
To expand the range of its speakers bureau, the Connecticut So­
ciety circularized program chairmen of all civic, social, and fra­
ternal organizations in the state, notifying them of the availability 
of speakers and the subjects on which they were prepared to talk.
An alternative to this is to inform the program chairmen of 
subject areas—municipal budgets, school finances, current prob­
lem areas for small business, family finances, etc.—and let them
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specify the particular topic they’d like to have discussed.
A speakers bureau is not confined to producing talks by 
single individuals. A currently popular form at is the panel dis­
cussion, in which several experts discuss various aspects of the 
same problem. An example would be a panel discussion of estate 
planning featuring a CPA, an insurance broker, a bank trust offi­
cer and a lawyer. The host organization should assume responsi­
bility for contacting the various professional organizations to line 
up the participants, but it would not be amiss to suggest such 
a panel discussion in mailings to program chairmen, nor to men­
tion the appropriateness of having a member of your organization 
take part.
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Speaking About 
Technical 
Subjects
The following suggestions for delivering talks on technical sub­
jects were extracted from an article by Marvin L. Stone of Stone, 
Gray and Company, Denver, Colorado, a former President of the 
American Institute of Certified Public Accountants, as well as of 
the Colorado Society of CPAs. His comments first appeared in the 
Colorado CPA Report.
Use examples freely. Abstract concepts may be much more easily 
understood if examples are given. These should be tailored to 
situations the audience might reasonably be expected to encoun­
ter. The use of examples involving millions of dollars to an audi­
ence of individuals from very small companies tends to impede, 
rather than further comprehension. Similarly, in a discussion of 
depreciation to that same audience, the example might better be 
office equipment or other assets of the type normally encountered 
by members of the audience rather than a fifty million dollar 
skyscraper.
Give background information. If you are describing a new 
section of the income tax code intended to close a loophole, an ex­
planation of how the loophole has been used by taxpayers makes 
the rationale for closing it much more understandable. On the 
other hand, a complete explanation of the new section, technically 
correct though it may be, may fail to convey a basic understand­
ing of what the section is intended to accomplish.
Know your assignment and follow it. A great many speakers 
make it painfully clear that they do not know what inform ation 
is expected of them. It is im portant that a speaker know the com­
position of his audience. When technical topics are discussed, a 
speaker m ust know the degree of his audience’s sophistication; 
otherwise, his material might prove either too basic or too com­
plex. It is not enough for a speaker to know that he is to discuss 
the taxation of real estate foreclosures, for example. The speaker 
should determine from the people arranging the program
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whether his talk is intended to 1) give a basic explanation of the 
sections involved, 2) discuss unusual applications of the laws 
involving foreclosures, 3) discuss current developments in the 
interpretation of those laws, or 4) present some combination of 
all three areas.
Give listeners a written outline. When discussing technical 
material, a w ritten outline in the hands of the audience is ex­
tremely helpful. This can contain many citations and case names 
which the speaker then need not repeat.
Examples to be used during the talk should also be included 
in the outline, to improve audience comprehension and enhance 
the value of the outline for later reference. If you place an outline 
in the hands of your audience, let them know if you plan to follow 
it, and if you say you are going to follow the outline, do so. If you 
skip some portions of the outline (as most likely you should if the 
outline is sufficiently comprehensive) then lead your listeners 
from section to section by letting them know where you are at any 
given moment. Nothing is more annoying to an audience than to 
hold what purports to be an outline of the speech but be unable to 
keep track of the speaker’s progress.
Prepare examples in advance. Examples devised on the spur 
of the moment are frequently ill-chosen and poorly constructed; 
usually they can’t be related with the fluency possible when ex­
amples have been thought out in advance.
BRINGING THE TALK TO LIFE
Use descriptive titles for the parties described in your examples.
By using descriptive names, rather than such abstractions as A 
and B, the speaker breathes life into his examples and increases 
audience perception of the points he is trying to make. In a talk 
about family trusts, for instance, one might well allude to Grampa 
W arbucks (the family patriarch), Simple Simon (his spendthrift 
son), Medea (Sim on’s social climbing wife), Abigail (the family’s 
maiden aunt), and Chauncey (Sim on’s ivy league son).
Properly used, names can conjure up meanings in the listen­
e r’s mind that fortify and extend his perception of each example's 
meaning.
Once a cast of characters has been described for the first ex­
ample, the speaker may often use the same characters for other 
examples, making them even more meaningful.
In constructing examples be sure that two or more figures 
are not identical. An example which analyzes the sources of a 
corporation's income, for instance, can be much more meaningful
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if each source reflects a somewhat different dollar total. Let us 
assume that the speaker sets the stage for his example by stating 
that the imaginary corporation earned dividends of $4,000, rents 
of $5,000, and interest of $3,000. Later allusions to the elements in 
this example (and to dollar figures arrived at by applying varying 
tax rates, etc. to each of them) can be more readily kept in mind 
by the audience than if all carried the same dollar amount.
Use humor judiciously. Humor, properly used, can greatly 
enhance audience attention and reception, but be very careful it 
does not detract from the speaker’s line of thought. Contrived 
attem pts at hum or having no bearing on the subject m atter can 
actually irritate an audience rather than solidify rapport. While 
most successful speakers normally use hum or to good advantage, 
many accomplish their objectives without any resort to humor 
whatsoever. Humor may be used to good advantage but when 
applied unskillfully can prove a total bore.
Keep introduction brief. Don’t spend too much time telling 
your listeners what you are going to talk about. A brief introduc­
tion, setting the stage for what is ahead, can be useful, but fre­
quently speakers spend so much time forecasting what is ahead 
that little time is left to cover the topic.
LIMIT YOURSELF
Don’t cover too wide an area. Limit the scope of your talk 
sufficiently in order that you may im part something useful to your 
audience. Here again, to reiterate a previous suggestion, under­
stand the sophistication of your audience and your instructions 
as to scope of subject. Even within that framework, exercise 
judgm ent in confining the scope still further, limiting your cover­
age sufficiently to insure that you'll leave the audience better in­
formed than you found them.
Don’t speak in numbers. Professional people, when speaking 
to one another, commonly use section numbers and other jargon 
as a type of shorthand. This shorthand can be helpful, but only if 
the audience is fully conversant with the meaning and im port. A 
tax talk which relies heavily on Internal Revenue Code section or 
subsection numbers is unlikely to be intelligible to more than a 
handful of any audience, and even those who are familiar with 
IRS section numbers would find their repeated use distracting 
and irritating.
Prepare adequately for every speaking engagement. Every 
public appearance, no m atter how short, should be undertaken 
only after adequate preparation. Even such a seemingly perfunc­
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tory duty as introducing another speaker merits some prepara­
tion. The best public speakers' material often flows so effortlessly 
one would be certain no preparation was needed. But anyone who 
has had any experience in public speaking knows that such fluent 
delivery comes only from substantial preparation.
Each of us learns by experience. The public relations po­
tential of an outstanding speech by a CPA to an outside group is 
inestimable. To fail to realize this potential because of an inept 
performance is unfortunate. The fact that a talk is technical, or 
that its subject m atter is complex, need not prevent it from being 
as interesting as it is informative.
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Products and 
Services
Certainly state CPA organizations vary widely in the resources 
available for implementing a public relations program. If a PR 
program is to be effective, however, a state society will have to 
develop its PR potential to the maximum, whatever it may be.
The facilities, services and personnel required are listed be­
low. W hether each function will be performed by outside counsel, 
by staff PR personnel or by non-PR staffers will be determined by 
the individual society’s capabilities and commitment. In some 
cases, direction and control of a project will remain within the 
state society but outside suppliers will be called upon to provide 
elements that go into it.
Leadership, guidance and control. Each element of a PR pro­
gram must be coordinated with other elements, so that the pro­
gram follows a consistent pattern, based on society policy. Once 
the urgent issues have been identified, members of the organiza­
tion, when discussing those issues for the organization, should 
speak with one voice.
Procedures should be established for responding without 
excessive delay to emergency situations. Several state societies 
have detailed arrangem ents for setting up telephone conference 
calls among key officers and for delegating authority to certain 
individuals to speak for the organization.
Procedures also are needed for arriving at and publicizing 
the organization's position on im portant issues that are not full­
blown emergencies—municipal finance practices, for example, 
or proposed legislation affecting the profession, school budgets, 
tax programs, etc. Why should a state society express a public 
position on such m atters? Because such a statem ent identifies 
members' areas of expertise and shows CPAs to be concerned 
members of the community.
The personnel that will be needed, then, include:
Individuals who can prepare—if not actual news releases— 
at least simple, plain-English explanations to the media of what-
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ever it is th a t’s being announced.
Persons who can distribute such information to the media 
contact lists, and also process and distribute release materials 
from the American Institute, including newspaper articles, broad­
cast materials, films and slide presentations.
Those who can develop and maintain the media contact lists, 
adding names as new contacts are established, developing per­
sonal relations with editors and reporters, identifying those most 
interested in accounting-related events and supplying them with 
information, introductions and any other assistance available.
Someone to organize and operate a speaker’s bureau, identi­
fying willing and capable speakers and appropriate subjects, 
responding to requests from outside organizations and seeking 
out platform s that will show off the profession to advantage.
A person or persons to extend the speakers bureau concept 
to the broadcast media, arranging for knowledgeable individuals 
to comment on timely, newsworthy subjects on panel programs, 
talk shows, news programs and documentaries.
Someone to extend the speakers bureau still further by con­
verting speeches into articles and placing them in specialized pub­
lications, or writing up the speeches in news releases for the gen­
eral press.
An individual or group to manage and promote relations with 
educators, for recruitm ent, via career days, one-on-one programs 
to prepare responses to students' letters or phone calls, to circu­
late recruitm ent films, slide presentations, posters and literature.
A person who can place in appropriate media, at optimal 
cost/effectiveness, any advertising materials the organization 
may decide to utilize.
EXTERNAL OR INTERNAL PR COUNSEL
PR Counsel. Outside, professional PR Counsel can be contracted 
for on an ongoing, retainer basis, under which the agency is paid a 
fixed am ount for its advice, plus additional amounts for services 
provided, or the organization can be hired to handle a specific 
project of limited duration. Generally, PR agencies are reluctant 
to handle routine news releases, such as those reporting meetings 
or appointments, for example.
It must be expected that newly engaged PR counsel will re­
quire a period ranging up to as long as two years to acquaint 
themselves with just what it is your organization and its members 
do. During that orientation period the effectiveness of the agency 
is likely to be less than total.
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It has been found by some state societies that PR counselors 
are more useful when dealing with special problems in areas they 
know well: handling special events such as an annual meeting, 
or convoying an accountancy act through the legislature.
The Internal PR Staff. Many state societies have added one or 
more PR professionals to their staffs. This offers the advantages 
of:
■ daily contact with state society executives
■ intim ate knowledge of the society's day-to-day operation as 
well as the needs of the profession
■ availability to society officials at critical times
■ dedication on the part of the PR person, to whom more is at 
stake than just another account
■ possible availability for assignments that are only indirectly 
related to public relations, or even removed from PR entirely.
Printing Services. If you have a PR professional on staff or 
under contract, that individual will assume responsibility for the 
technical aspects of needs such as printing, arranging for the 
selection of a printing process, preparation of copy, choice of 
typefaces, handling of layout, illustrations, etc.
If you do not have a professional at hand, you will have to 
depend on the advice of those from whom you purchase printing 
services. Printers are acquainted with all the specialists who 
operate in their field and related fields and can steer you to per­
sons you may need—if they don’t have such specialists on their 
own staff.
The advice a printer can provide in such circumstances often 
is as valuable as his printing services, so it is well to shop around 
and try to find an individual who will have the patience to share 
his knowledge with you. Such an individual can help determine 
where your budget is likely to put you on the scale extending from 
run-of-the-mill to perfection.
If he begins to use words or phrases you don't understand, 
tell him so. True, this open approach could lead to your being 
victimized, but most professionals respond just the opposite to 
those who place full trust in their professionalism; they tend to 
do their best for the client who needs them most.
VARIETY OF PRINTING NEEDS
The types of printing work your organization might produce will 
depend on your resources, but the possibilities include:
Answer sets. These are responses to public announcements
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or ads or invitations you may have placed. An answer set may 
consist solely of a form letter or it could include additional litera­
ture. In either case, it should be carefully prepared because it is a 
communication to the very individuals you have been trying to 
reach; an opportunity to bring about the action or decision you 
seek.
Leaflets. Less than eight pages—often no more than one page, 
folded. Useful for putting across a single, uncomplicated message 
such as: COME TO THE REGIONAL CONFERENCE, or 
SHOULD I CONSIDER AN ACCOUNTING CAREER?
Booklets and brochures. Printed and stitched or stapled little 
publications setting forth your society’s code of ethics, perhaps, 
or history, or by-laws, or range of member services, employment 
opportunities, etc.
Posters or bulletins. Single-page broadsides designed for 
posting on bulletin boards. An example is the recruiting poster 
for high schools.
In producing all such materials, as well as news releases, 
news letters, and other documents, there is an extensive range of 
options open—black and white or color, offset or letterpress, il­
lustrated or solid text, etc. Again, try to find a trustw orthy ad­
visor to point you toward the optimum your budget will allow.
Photography and photographic services. In virtually all size­
able cities and many smaller ones, professional photographers 
are available for assignments by the hour, day or week. Some set 
a minimum period for an engagement, accepting nothing less, for 
example, than a four-hour job. In areas where professional free­
lance photographers are not available it is often possible to hire 
moonlighting newspaper photographers, or even arrange for paid 
photographic services with a newspaper's own photo department.
There is usually a distinction between portrait photog­
raphers and those who handle news-type assignments such as 
coverage of a hearing or meeting. Some do both kinds of work, 
however.
Rates charged range widely, with the upper limits in the 
larger cities about $250-350 a day for news-type work and $60-100 
per sitting for portraits. Color work costs somewhat more than 
black and white.
If you use an individual photographer frequently or regularly 
you can often obtain special reduced rates. If the photographer 
gets to know just what sort of pictures you want he can take them 
more quickly, with less waste of his time, film and facilities. An­
other advantage of such an arrangem ent is that a photographer 
who knows your exact needs is less likely to disrupt a meeting
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with endless popping of flash bulbs. He comes in, takes the shots 
you need and leaves.
Most photographers prefer to produce a package of services, 
including shooting, developing, making proofs or contact prints, 
then producing the enlarged release prints. But if you make prior 
arrangem ents with the photographer he will generally agree to 
tu rn  over the exposed negative, allowing you to shop around for 
a laboratory that will give a better price on the developing and 
printing.
In ordering prints for newspaper use, specify "glossies." For 
other purposes, m atte finish is generally preferable.
USEFULNESS OF SLIDES
When photographs are intended to be used as slides, film stock 
designed for that purpose should be specified. Any photo lab can 
handle the processing and mounting of slides.
In producing film strips or slide talks, the entire package can 
be contracted for or you can take on the job yourself, contracting 
separately for the various elements. The latter course costs less, 
except in term s of the demands it makes on your time.
When producing slides in volume, it pays to do some com­
parison shopping; quotes can range from 35 cents per slide to 
three times that amount. A simple slide talk, utilizing a manually 
operated carousel slide projector may seem primitive when com­
pared to more sophisticated systems available, but it has several 
advantages:
■ It costs less,
■ I t injects a live individual into the presentation rather than a 
disembodied voice, and
■ Everybody has access to an ordinary slide projector, while this 
is not always true of the more complicated systems.
SELECTING A SOUND MAN
For the recording of narration for a slide presentation—or for 
any other purpose—sound men are available under the same cir­
cumstances and at about the same rates as photographers. If 
there are no professionals in your community available for as­
signments, try a local radio station.
In selecting a sound man, especially for an assignment out­
side the controlled conditions of the studio, it is advisable to listen 
to examples of his work, done on location, as well as to talk to 
other organizations that have used him. Also, the very best qual­
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ity recording equipment, including microphones, are indispens­
able to acceptable sound recording.
The sound man should visit the recording site in advance to 
test acoustics. If they are bad and he cannot take steps to over­
come the defects, a competent professional will recommend 
either that the meeting be moved to another room or that plans 
to make sound recordings be abandoned.
As with photographers, the sound man is likely to suggest that 
he be given the contract for making quantity dubbings if such are 
required. If his price is right, fine, but this is another area in 
which bids—and quality—can range widely.
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